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Abstract
Purpose – The study aims to examine the relationship between destination attributes and tourist satisfaction
as well as the extent to which emotional involvement mediates between destination attributes and tourist
satisfaction.
Design/methodology/approach – Data were collected from a sample of 600 domestic tourists by using
a purposive sampling technique where 382 samples were useable, and the response rate was 63.67%.
The structural equation modeling (SmartPLS 3.0.) was used to test the hypothesized relationship among
variables.
Findings – Among the 16 hypothesized paths, 13 were supported. Destination attributes (accommodation,
attraction, food and beverages and transportation) except safety significantly influence tourist satisfaction;
herein accommodation has the greatest effect on tourist satisfaction. Similarly, destination attributes except
safety significantly influence tourists’ emotional involvement. This study also reveals that tourists’ emotional
involvement partially mediates in the link between destination attributes except for safety and customer
satisfaction.
Research limitations/implications – The results of the study will assist the hospitality researchers and
managers to understand the roles of destination attributes and emotional involvement on tourist satisfaction in
the tourism industry.
Originality/value –The study is the first to explore themediating relationship in the link between destination
attributes and tourist satisfaction in the tourism industry.
Keywords Destination attributes, Perception, Emotional involvement, Tourist satisfaction
Paper type Research paper
1. Introduction
A place with a combination of attributes that meets tourists’ wants, desires and ultimately
affects their satisfaction level is called a tourist destination (Chahal and Devi, 2015). A tourist
destination is regarded as central to tourism because destination attributes involving
accommodation, transportation, attractions, amenities and other facilities reflect tourists’
overall satisfaction (Jani et al., 2009). Hence, the standard and performance of these
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that satisfaction is the emotional state of tourists once they expose their experience on
destination attributes.
In the service industry, consumers evaluate the performance of products or services
cognitively and affectively that influences their satisfaction level (Swan and Combs, 1976).
Similarly, in the tourism industry, tourists evaluate destination attribute performance that
may eventually evoke emotions and satisfaction as responses. Hence, Jing and Rashid (2018)
depicted a series of steps of the process of tourist responses’ evaluation involving:
(1) cognitive appraisal and (2) emotional response framework. In this way, Patwary and
Rashid (2016) showed the positive impact of destination attribute performance on tourist
emotions in their study. In addition, Tlili and Amara (2016) showed a significant impact of
tourists’ emotional involvement in their satisfaction level.
However, several authors measured tourist satisfaction in their studies by focussing on
the comparison of tourist experience and expectation (Tribe and Snaith, 1998), service quality
(Parasuraman et al., 1988), product/service performance (Tse and Wilton, 1988) and
perception of destination attributes (Jayasinghe et al., 2015; Ragavan et al., 2014). Therefore,
past investigations likewise uncovered that there is a noteworthy impact of the destination
attribute performance on the visitors’ positive or negative emotions (Jing and Rashid, 2018;
Sthapit et al., 2017; Han et al., 2010; Lee, 2014). But very few literature studies have shown the
effects of destination attribute performance on tourists’ emotional involvement and
eventually their satisfaction level.
Hence, this paper expects to exactly test the intellectual and full of feeling postvisit
experience evaluation for estimating visitor satisfaction on account of Bangladesh. The
procedure includes surveying vacationers’ apparent destination quality execution
assessment for understanding their emotional engagement with the goal that visitor
satisfaction level can be resolved. In doing as such, a far-reaching survey of the writing has
been completed to build up a conceptual framework for this present investigation. The model
is in this way tried to survey the impact of destination attributes on visitors’ emotional
involvement and afterwards, on their overall satisfaction level.
2. Literature review
2.1 Destination attribute performance and tourist satisfaction
The literature suggests that tourists’ evaluation regarding their travelling experience starts
from the cognitive evaluation of tourists encounter with the various destinations’ attributes
(Sharma and Nayak, 2019). Hence, destination management organizations (DMOs) become
more concerned to provide and maintain attributes accordingly to the tourists, so that they
can make their tour more memorable (Jing and Rashid, 2018). In addition, the standard
performance of destination attributes can attract more tourists that can ensure their
satisfaction (Sangpikul, 2018; Dmitrovic et al., 2009). Previously, numerous authors have
distinguished a few destinations attributes that can be commonly arranged into items and
services.
May-Chiun et al. (2013), for example, categorized the destination attributes into four
dimensions which include cultural/heritage, social, economic and environmental attributes.
Guzel (2017) identified some attributes as the pull factors for attracting and satisfying
tourists. Sukiman et al. (2013) and Sangpikul (2018) found the relationship between travel
experience and tourist satisfaction. Moreover, Ragavan et al. (2014) and Valduga et al. (2019)
determined tourist perception and satisfaction towards a tourist destination by assessing
numerous destination attributes involving accommodations and foods, attractions, climate
and image, products, accessibility, culture, communities and price
But Vengesayi et al. (2010) argued andmentioned that destination relies on attractiveness.
The authors, thus, focused on natural and historical beauty, environment, resources and
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other attractions that are major components of a tourist destination. Similarly, Ghosh and
Sofique (2012) mentioned that cultural/heritage attractions are called an important part of the
tourism product. On the other side, Tasci and Boylu (2010) emphasized on the safety issue
during tourist travelling to measure tourist satisfaction. Supporting this statement, Manui
andWongsai (2017) investigated that international tourists’ feeling about safety and security
while visiting the island. Furthermore, Lee (2015) identified the core of destination attributes
designed to fulfil the desires of the tourists and consequently measured tourist satisfaction.
These core attributes include accommodation, accessibility, attractions, restaurants and
safety.
In rundown, tourist destination attribute performance significantly affects their
satisfaction level. Sensibly, if the performance of destination attributes is standard and
acceptable, it can be expected that tourists would be satisfied. On the contrary, if the
performance does not meet tourist expectations, they will be dissatisfied. Decisively, in light
of past investigations, this study recommended that destination attributes are crucial in
estimating visitor satisfaction. For the current study, these attributes are categorized into five
dimensions which are accommodation, transportation, food and beverages, attractions and
safety. This can be diagrammatically illustrated in Figure 1.
In line with the previous discussion, Eusebio and Vieira (2011) emphasized that
destination attributes such as accommodations, safety, transportations, attractions and foods
have a notable influence on the satisfaction of tourists. Albayrak and Caber (2016) also
inferred that positive evaluation with destination attributes makes up tourist satisfaction.
Thus, the higher the tourists have positive experiences and evaluation, the more they are
satisfied (Albayrak and Caber, 2016; Liu et al., 2019).
To test the relationship between destination attributes and tourist satisfaction, the
following hypotheses were proposed.
H1. Destination attributes will positively influence tourist satisfaction.
H1a. Accommodation will positively influence tourist satisfaction.
H1b. Transportation will positively influence tourist satisfaction.
H1c. Food and beverages will positively influence tourist satisfaction.
H1d. Attractions will positively influence tourist satisfaction.















2.2 Destination attributes and emotional involvement
Consumers’ emotional involvement generally occurs right after consumption and before
customer satisfaction judgements (Sthapit et al., 2017). Consumption emotions or utilization
feelings that are known as the full of feeling or enthusiastic reactions are inspired explicitly
during an item’s use or after utilization. Utilization feelings, for the most part, comprise
different feelings and can be conceptualized as discrete feelings including interest, euphoria,
misery, dread, scorn, disgrace, blame, appal, outrage and shock. These are clarified as
positive and negative feelings (Sharma and Nayak, 2019).
Jing and Rashid (2018) analyzed positive and negative consumption emotions and
referenced in their study that travellers’ emotional reactions are firmly connected with the
post-consumption periods of experiences with the destination attribute performance. The
researchers built up a theoretical structure for surveying the impacts of destination attribute
performance (intellectual) on passionate reactions (full of feeling). The investigation was
recognized as six components to measure destination attribute performance. These
incorporate attractions, activities, service and friendliness, nearby culture and perceived
trip esteem. The outcomes demonstrated that activities, service and hospitality and facilities
are significantly influential for indicating negative emotions. On the other side, attractions,
local culture and trip value predict positive emotions (Jing and Rashid, 2018).
Apart from these, prior studies focused on tourists’ positive or negative emotions
associated with different destination attributes. Han et al. (2010) investigated the
consumption of emotional states in a full-service restaurant. The study findings
demonstrated that knowing consumption emotions with these four dimensions involving
excitement, comfort, annoyance and romance are important for a full-service restaurant
setting. Sthapit et al. (2017) examined tourists’ emotions which are elicited by local food
consumption. Several authors also explained the relationship of destination attractions with
tourists’ emotional responses. Grappi and Montanari (2011) focused on festivals and events
of the tourist destination to identify tourists’ positive or negative emotions. The study
results showed negative emotions because of staff behaviour whereas positive emotions
happened in the case of locations, atmosphere, hotels, restaurant offers and souvenirs.
Moreover, Lee (2014) investigated visitors’ emotional responses for the festival environment,
and results revealed that festival atmospherics had a positive indirect effect on the positive
emotion.
Prayag et al. (2013) explored tourists’ emotional responses in the heritage sites. Faullant
et al. (2011) identified tourists’ emotions on their mountaineering experience. In addition,
many authors previously examined tourists’ emotional responses towards holiday
destinations including Liu et al. (2019), Sharma and Nayak (2019), Hosany and Prayag
(2013), Lin et al. (2014), Su et al. (2018). Eventually, it is expressed that tourists’ emotional
reaction creates particular kinds of feelings which are called consumption emotion (Ma et al.
(2018)). This consumption emotion is the outcome of the cognitive evaluation of destination
attributes. Thus, it can be said that destination attribute performance can induce emotions
that influence consumer responses (Jing and Rashid, 2018). These consumers’ responses may
include their satisfaction level. For this reason, researching tourists’ emotional involvement
with the destination attribute performance has become important for examining tourist
satisfaction. Therefore, it was postulated that
H2. Destination attributes will positively affect tourists’ emotional involvement.
H2a. Accommodation will positively affect tourists’ emotional involvement.
H2b. Transportation will positively affect tourists’ emotional involvement.
H2c. Food and beverages will positively affect tourists’ emotional involvement.
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H2d. Attractions will positively affect tourists’ emotional involvement.
H2e. Safety will positively affect tourists’ emotional involvement.
2.3 Emotional involvement and tourist satisfaction
Adestination is a complex and integrated service portfolio. It is muchmore than a geographic
location. A destination is considered an amalgam of products and services that provide
positive or negative emotions to tourists. For this reason, tourists’ emotions have been taken
into account in examining tourist satisfaction. Xu et al. (2019) explored the role of positive and
negative emotions in examining tourist satisfaction from the context of tourists’ visits to
museums and tourist destinations. Tlili and Amara (2016) suggested a conceptual structure
that implied positive emotions during the travelling process, while negative emotions would
minimize satisfaction.
Similarly, Liu (2016) found that tourist dissatisfaction at a destination or an attraction is
affected by the tourists’ negative emotions that in turn create tourists’ complaints, switch and
negative word-of-mouth (WOM) communication. Thus, tourists’ positive emotions have a
significant impact on tourist satisfaction, and the negative emotion has a direct impact on the
search for alternatives. For this reason,HosanyandPrayag (2013) focused on tourists’ emotional
associations towards destinations for post-consumption evaluation of satisfaction. The authors
measured tourist satisfaction/dissatisfaction with four emotional dimensions such as joy, love,
positive surprise and unpleasantness. The result demonstrated that emotional responses are
powerful indicators of satisfaction. Because of the higher level of pleasantness shows an
increased level of satisfaction. The findings further revealed that joy and surprise generate the
emotion of delight that in turn contributes to satisfying tourists (Hosany and Prayag, 2013).
Ma et al. (2018) underlined on tourist consumption emotion to identify visitors’
satisfaction. The paper was directed with the recognizable proof of positive emotional
measurements, for example excitement, happiness and relaxation, and negative emotional
dimensions including irate, exhausted and irritated. It was eventually discovered that
visitors’ emotional responses positively affect their satisfaction (Ma et al. (2018)).
Furthermore, the emotional involvement of tourists with destination attributes is
positively correlated with tourist satisfaction (Prayag and Ryan, 2012). Prayag et al. (2013)
also indicated that the more the tourists have positive emotional involvement, the more the
tourists are satisfied. Consequently, it was hypothesized that
H3. Tourists’ emotional involvement will positively affect tourist satisfaction.
2.4 Mediating effect of tourists’ emotional involvement
Yao (2013) demonstrated the mediating effects of tourists’ emotional involvement with the
destination to assess the association between tourist motivation and satisfaction. The study
was conducted from the cognitive and affective dimensions to measure tourist satisfaction.
Tourists’ emotional involvement is considered the affective dimension, as well as destination
attributes are considered as the cognitive dimension. These two types of dimensions were
used as mediators to measure tourist satisfaction (Yao, 2013). After the above discussions, it
tends to be said that the affective measurement has become a significant research zone
identified with the post-consumption assessment of satisfaction (Liu, 2016; Prayag and Ryan,
2012; Xu et al., 2019; Prayag et al., 2013).
In linewith the previous discussion, Liu (2016) argued that destination attributes influence
tourist’s emotions of memory, attention and reasoning that eventually lead to satisfaction.
Conversely, Xu et al. (2019) noted that destination attributes have no direct effects on tourist
satisfaction. Hence, destination attributes make tourists emotionally attached, and then





H4. Tourists’ emotional involvement will mediate the relationship between destination
attributes and tourist satisfaction.
H4a. Tourists’ emotional involvement will mediate the relationship between
accommodation and tourist satisfaction.
H4b. Tourists’ emotional involvement will mediate the relationship between
transportation and tourist satisfaction.
H4c. Tourists’ emotional involvement will mediate the relationship between food and
beverages and tourist satisfaction.
H4d. Tourists’ emotional involvement will mediate the relationship between attractions
and tourist satisfaction.
H4e. Tourists’ emotional involvement will mediate the relationship between safety and
tourist satisfaction.
2.5 Theoretical consideration
Oliva et al. (1995) described and tested three key constructs involving product attribute
performance, product involvement and customer overall satisfaction or dissatisfaction.
The study found that high-involvement products with minor output improvements had
no impact on consumer satisfaction compared to low-involvement products. The authors
mostly portrayed that the impacts of high involvement can keep up the conditions of
post-choice assessment (satisfaction or disappointment) over a wide scope of service
attribute performance (Oliva et al., 1995). According to Ghafelehbashi et al. (2011),
involvement can be defined as the mental feeling of an individual about affection,
importance and personal dependency or about a conception or a subject or activity or
performance.
Regarding these product attribute performance, involvement and customer satisfaction
issue, the cognitive–affective approach was proposed by Oliver (1993). This approach
indicated that both types of involvement, namely cognitive involvement and affective
involvement, can be used for assessing customer satisfaction information. Cognitive
involvement is an evaluation of the entity that constitutes people’s opinion about an object
(Chowdhury and Salam, 2015). On the other side, affect is described as the internal emotional
state of people, and affective involvement is emotional involvement with affective factors
(Caro and Garcıa, 2007).
The cognitive–affective approach states that what one knows and thinks about an object
is called cognitive whereas how one feels about objects is called affective (Agapito et al.,
2013). This cognitive–affective approach has been acknowledged in the literature for
attaining satisfaction information. Oliver (1993) suggested that not just subjective
assessment from client desire, disconfirmation and execution yet additionally affective
assessment from positive or negative emotions can assume a significant role in deciding
consumer satisfaction. Hence, Yao (2013) claimed that cognition and affect influence travel
satisfaction simultaneously. In this way, the cognitive–affective approach has become
popular in the tourism literature (Agapito et al., 2013; Yao, 2013; Bosque and Martın, 2008;
Jing and Rashid, 2018); (San Martın et al., 2019). Ultimately, it is considered that cognitive is
the evaluation of the destination attributes that tourists gather after visiting a destination
(Yao, 2013). Affect represents the emotions that tourists can attain from the destination
attributes performance (Jing and Rashid, 2018). Bringing this concept, the current study will
be conducted with the cognition and affect derived from the destination attributes




3.1 Data collection procedure
Bangladesh has 163.05 million populations. According to BRTC (2019), 90.05 million
populations of Bangladesh use the Internet. Sensibly, over 30% of the population of these
Internet users use more frequently than average users. Hence, over 55% of populations use
the Internet in Bangladesh. Thus, in this study, the online survey method is appropriate.
Therefore, the study adopts the utilization of an online survey instead of traditional methods
including fieldwork since times are changing, and technology is advancing in society.
Consequently, tourism research requires to keep up to speed (Szolnoki and Hoffmann, 2013).
However, the survey was conducted by research questionnaires posted on Google drive from
1st September to 28th October 2019. An online survey through Google drive is well known
among college and university students and government and private representatives in
Bangladesh. In carrying out the study, the researchers purposively sent Google to drive a link
to only domestic tourists who are either students or employees having an age range 18–65.
Thus, the purposive sampling method was used for collecting data from target populations
(Acharya et al., 2013). This method is used based on some characteristics of the population.
Domestic tourists who visited earlier some tourist spots in Bangladesh and stayed hotels and








Bhat and Darzi (2018) collected data adopting the purposive sampling method for measuring
tourist satisfaction.
However, 600 questionnaires were distributed, and the amount of total valid survey
returns was 489. Among the participants, 403 had visited any tourist destination at least once
in a life but the rest had not. Therefore, there were above 15% missing data. According to
Lamb et al. (2014), if exploring the dataset and 15% or a greater amount of the observation is
missing, it ought to be removed, yet if just 5%or less is absent from the dataset, at that point it
ought to be kept and mean replacement ought to be utilized. However, 382 participants had
answered all questions properly but rest had not. In total, 382 participants are considered
appropriate sample sizes for representing population because Roscoe (1975) suggested that
30–500 can be an appropriate sample size for conducting research work. McQuitty (2004)
moreover recommended 200–400 sample size. However, among 382 valid respondents, 183
were male and 199 were female. Most of the participants were aged in line between 26 and 40
(over 65%). According to the report of Bangladesh TourismBoard (2020), citizens aged in line
between 26 and 55 are the main domestic tourists in the last decade. In addition, the results
found that a single factor is extracting 32.517% of the total variance since it is far less than
50% (Garger et al., 2019). Hence, it can be concluded that there is no threat of common
method bias.
3.2 Measures
In previous studies, the studied constructs of measurement scales for this study were
validated. The present study was conducted by a slight modification of original
questionnaires developed by several authors to measure all constructs in the context of
Bangladesh for predicting tourist destination attributes, emotional involvement and
satisfaction. All items of each construct were measured by a five-point Likert scale from
“strongly disagree” to “strongly agree”. All items which were used for collecting data are
provided in the below table.
4. Data analysis and interpretation
The study uses 382 respondents; among them, 39.30% of respondents has travelled by an
agency, and 60.70% of respondents has travelled independently. However, the demographic
features are presented in Table 1.
4.1 Measurement model
Researchers followed two approaches developed by Kline (2015) to conduct Structural
equation modeling (SEM) data analysis and to propose a theoretical model through
verification of fitness of collected data by using the Smart PLS 3.0 software package. First, the
adequacy and quality of the measurement model were tested by conducting confirmatory
factor analysis (CFA) to ensure constructs’ reliability, discriminant validity and convergent
validity of this study. Second, the SEM was adopted to test the hypotheses to make out the
casual relationships among the latent variables of the study. However, Figure 3 shows that all
the values of the studied constructs’ factor loadings are from 0.743 to 0.919. This indicates
that all constructs’ factor loadings are greater than 0.7 because Jobson (2012) indicated that
factor loading greater than 0.7 is reliable to measure indices.
Themost commonmethod of testing the internal consistency among the indicators of each
construct is to compute the Cronbach’s alpha of each construct (Dunn et al., 2014). According
to Cronbach (1951), when Cronbach’s alpha results show that the value is greater than 0.7, it
implies that measurement scales have high internal consistency. Table 2 shows that the
values of Cronbach’s alpha of studied constructs are from 0.838 to 0.912. This means that
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Constructs Items References
Accommodation There is the availability of accommodation
facilities in Bangladesh
Omar et al. (2017), Malodia and
Singla (2017), Chan (2016)
The rooms are clean
The staff provides prompt, reliable and
friendly service
Lodging cost is in accordance with quality
All basic facilities are available in rooms
Transportation Convenient transportation facilities are
available in Bangladesh
Bagri and Kala (2015), Truong and
Foster (2006), Yuksek et al. (2016)
The drivers provide prompt, reliable and
friendly service
It is easy to use local transport
It is easy to find enough information needed
to make journeys by public transport
It was easy to buy tickets
Food and beverages Food and beverages are costly Sukiman et al. (2013), Malodia and
Singla (2017), Omar et al. (2017)Food and beverages are tasty
There is the availability of Halal food in
Bangladesh
Eating places/restaurants are clean
Attractions Availability of historical sites Suanmali (2014), Ahn (2010)
Availability of natural and scenic attractions
Availability of religious sites and temples
Variety of unique architectural style
Availability of festivals and concerts
Safety I feel safe when I visit tourist destinations in
the daytime
Manui and Wongsai (2017), George
(2003)
I feel safe when I walk streets after dark at
the destinations
I feel safe when I use public transport for
visiting




It is very special for me to visit tourist
destinations in Bangladesh
Yao (2013)
I got pleasure from visiting the destinations
of Bangladesh
I feel attached when I visit tourist
destinations in Bangladesh
Visiting tourist destinations of Bangladesh
means a lot to me
I have a lot of interests in visiting tourist
destinations in Bangladesh
Tourist satisfaction I have a lot of interests in visiting tourist
destinations in Bangladesh
Oliver (1997), Yao (2013), Biodun
(2014), Aliman et al. (2014)
I am satisfiedwithmy visit to the destination
I am pleased to have visited some places in
Bangladesh
I enjoy it when I visit tourist destinations in
Bangladesh
The service providers have provided
favourable services during my visit
Table 1.





Cronbach’s alpha values for all constructs are greater than 0.7. Hence, it indicates a strong
internal consistency of studied constructs.
PLS–SEM focuses on the individual reliability of the constructs. Hence, composite
reliability is additionally preferred for identifying internal consistency reliability so that the
limitations of Cronbach’s Alpha can be overcome. According to Nunnally (1978), the values of
the composite reliability varie from zero to one. Therefore, the author mentioned that higher
values signify high reliability. The values range of this study between 0.886 and 0.934 which
are considered acceptable and satisfactory for high-level study work (Nunnally, 1978).
Conversely, the average variance extracted (AVE) needs to be greater than 0.5 to achieve
convergent validity. Table 2 shows that all values range of AVE are between 0.608 and 0.739
which are all greater than 0.5 because Fornell and Larcker (1981) mentioned that AVE
value <0.5 represents more errors than the variance explained by the construct. Hence, AVE
value >0.5 is acceptable, and the study ultimately implies that latent variables have achieved






The degree of difference between constructs refers to discriminant validity (Cable and Derue,
2002). To investigate discriminant validity, squaredmultiple correlations are contrasted with
AVE that exceed correlations in all cases showing discriminant validity of every variable
(Cable and Derue, 2002). Table 3 shows that all AVE values exceeded the square of the
relationship between the latent constructs. Ultimately, the studied variables have attained the
requirement of discriminant validity.
4.2 Structural model
In this researchmodel, SMART PLS 3.0 software was used to estimate path analysis through
estimating path coefficients results. It shows the overall goodness-of-fit indices with the
hypothesized structural model. Table 4 shows the standardized coefficients with
corresponding t-values and p-values. The structural equation model reveals the results
that the path coefficients from destination attributes of accommodation, attraction, food and
beverages and transportation to tourists’ satisfaction are all statistically significant
(t 5 2.708, p 5 0.000; t 5 2.547, p 5 0.000; t 5 3.005, p 5 0.000; t 5 1.784, p 5 0.005), and
safety of destination attributes is statistically insignificant (t 5 0.900, p 5 0.134) within the
expected directions. In other words, tourist satisfaction is influenced by accommodation,
attraction, food and beverages and transportation of the destination attributes (see Table 5).
According to Baron and Kenny (1986), the mediator speaks to the capacity of the third
factor of the generative component by which the dependent variable (DV) of intrigue can be
impacted by independent variable (IV). How and why the two variables are related is
No Characteristics Variable N %
1 Gender Male 183 47.90
Female 199 52.10




3 Type of travelling By agency 150 39.30
Independent/FIT 232 60.70
4 Travelling with whom Alone 181 47.40
With family 66 17.30
With friends 74 19.40
With colleagues 61 16.00
5 Length of stay 2 160 41.90
3–4 188 49.20
5–7 27 7.10








Accommodation 0.912 0.919 0.934 0.739
Attraction 0.878 0.919 0.911 0.673
Food and beverages 0.838 0.919 0.892 0.674
Transportation 0.848 0.858 0.891 0.621
Safety 0.911 1.021 0.929 0.767
Tourists’ emotional
involvement
0.899 0.899 0.925 0.712












explained by the mediation effect analysis. Meditated relationships and indirect effects
between two constructs are critical to an explanation of SEM. To comprehend the sequence of
effects, the mediation effect analysis is important. To test the significance of mediation
effects, the path analysis was conducted. The path coefficients from destination attributes of
accommodation, attraction, food and beverages and transportation to tourist satisfaction
with the mediation of emotional involvement are all statistically significant (t 5 3.325,
p 5 0.001; t 5 4.343, p 5 0.000; t 5 4.064, p 5 0.000; t 5 2.530, p 5 0.011) and safety of
destination attributes is statistically insignificant (t 5 1.193, p 5 0.233) within the expected
directions. Above the results indicate that tourists’ emotional involvement shows its partial
mediation effects between all the five components of destination attributes and tourists’





effect T statistics p-value Supported
1 Accommodation→tourist satisfaction 0.134 2.708 0.000*** Yes
2 Attraction→tourist satisfaction 0.180 2.547 0.000*** Yes
3 Food and beverages→tourist satisfaction 0.117 3.005 0.000*** Yes
4 Transportation→tourist satisfaction 0.106 1.784 0.005** Yes
5 Safety→tourist satisfaction 0.036 0.900 0.134 No
6 Accommodation→tourists’ emotional
involvement
0.216 3.480 0.001** Yes
7 Attraction→tourists’ emotional involvement 0.288 4.987 0.000*** Yes
8 Food and beverages→tourists’ emotional
involvement
0.187 4.255 0.000*** Yes
9 Transportation→tourists’ emotional
involvement
0.169 2.647 0.008** Yes
10 Safety→tourists’ emotional involvement 0.058 1.209 0.227 No
11 Tourists’ emotional involvement→tourist
satisfaction
0.625 10.617 0.000*** Yes
12 Accommodation→tourists’ emotional
involvement→tourist satisfaction
0.134 3.325 0.001** Yes
13 Attraction→tourists’ emotional involvement
→tourist satisfaction
0.180 4.343 0.000*** Yes
14 Food and beverage→tourists’ emotional
involvement→tourist satisfaction
0.117 4.064 0.000*** Yes
15 Transportation→tourists’ emotional
involvement→tourist satisfaction
0.106 2.530 0.011** Yes
16 Safety→tourists’ emotional involvement
→tourist satisfaction
0.036 1.193 0.233 No
Note(s): ***p ≤ 0.01; **p ≤ 0.05; *p ≤ 0.10
Constructs Acco Attra FB Trans Saf TEI TSat AVE
Accommodation 0.860 0.739
Attraction 0.386 0.820 0.673
Food and beverages 0.144 0.241 0.821 0.674
Transportation 0.533 0.359 0.148 0.788 0.621
Safety 0.066 0.079 0.099 0.155 0.876 0.767
Tourists’ emotional involvement 0.446 0.481 0.306 0.233 0.095 0.844 0.712












The utility of tourist satisfaction is considered a significant platform which has been
highlighted by both professionals or practitioners and academicians (Preko et al., 2019; Reyes
Velez et al., 2019). Currently, researchers centre around exploring tourist satisfaction for
effective tourist destination advertising (Battour et al., 2014), positive verbal correspondence
(Rani et al., 2019), expanding destination loyalty (Nasir et al., 2020), bringing downpromotional
cost and decreasing grumbling conduct (Sarkar and Khare, 2018). In this manner, numerous
strategic recommendations and findings have been found in the earlier exploration regarding
tourist satisfaction (Nasir et al., 2020; Shavanddasht and Allan, 2019). However, little
consideration has been given on how tourists’ emotional involvementmediates the connection
between destination attributes and tourists’ satisfaction (Lee and Pachmayer, 2012).
5.1 Conclusions
An unprecedented interest has been demonstrated to understand the influence of destination
attributes and emotional involvement on tourists’ satisfaction in this study. Although
previous studies including Eusebio and Vieira (2011), Truong et al. (2018) and Rajesh (2013)
examined the relationship between destination attributes, tourist involvement and tourist
satisfaction, emotional involvement is not included as a mediator. Additionally, the tourist
safety issue is rarely included as a destination attribute (Bernini and Cagnone, 2014). This
analysis was carried out based on research motivation which can contribute to a deeper
understanding of tourist destination attributes, involvement and satisfaction. Consequently,
the study examines the mediating effect of emotional involvement on destination attributes
and tourist satisfaction.
5.2 Theoretical implications
The study contributes to the customer satisfaction literature by clarifying the role of









satisfaction relationships. Albeit the earlier literature recommended that destination
attributes can bring about tourist satisfaction or dissatisfaction in the reality (Kwanisai
and Vengesayi, 2016; Ghose and Johann, 2018), it provides little confirmations on how
tourists’ emotional involvement affects tourist destination attributes and satisfaction
relationship. The findings underpin the hypothesis made by Lee and Pachmayer (2012) that
there is a mediating impact of tourist spot attachment on the link between tourist attraction
including festival and satisfaction. Specifically, the study exerts destination attributes
(accommodations, transportation, food and beverages, attraction and safety) to have a
significant positive relationship with tourist satisfaction. The findings are consistent with
the model proposed by Ghose and Johann (2018) and Vareiro et al. (2017) in which destination
attributes and tourist satisfaction are the major antecedents. Moreover, Eusebio and
Vieira (2011) found that destination attributes have a strong association with tourist
satisfaction.
On the other hand, the study demonstrates a statistically insignificant relationship
between safety and tourist satisfaction. The finding is contrary to Hermawan et al.’s (2019)
suggestions that safety is related to tourist satisfaction. Unfortunately, the present study
found no connection between safety and tourist satisfaction. One potential explanation for
this finding is that as Bangladesh is a developing country, and the tourist safety condition is
not satisfactory. But it possesses attractive sights and scenarios for tourists’ enjoyment.
Consequently, tourists may not expect a satisfactory safety condition in Bangladesh. Hence,
the study adds to the tourist satisfaction literature in the case of the study outcome of the
relationships between destination attributes and tourist satisfaction. This study also
demonstrates that destination attributes (accommodations, attraction, food and beverages
and transportations) have a significant positive relationship with tourists’ emotional
involvement. There are limited previous studies in the tourism literature examining the direct
relationship between destination attributes and tourists’ emotional involvement. Hence,
Carneiro and Crompton (2010) and Jing and Rashid (2018) showed that destination attributes
have a strong relationship with tourist involvement.
This study additionally examined the relationship between tourists’ emotional
involvement and tourist satisfaction and found that there is a strong significant
relationship between these two factors. Rasoolimanesh et al. (2019) and Xu et al. (2019)
examined that tourist involvement has a strong influence on tourist satisfaction. Conversely,
this study exerts an insignificant relationship between safety and tourists’ emotional
involvement. Although the present study finding is contrary to Seabra et al.’s (2014) study, it
additionally adds the existing literature. Moreover, this paper adds to the existing theories in
the context of tourism, marketing as well as hospitality literature. The conceptual
framework contributes to the existing cognitive–affective theory by depicting the
relationships among destination attributes, tourists’ emotional involvement and tourist
satisfaction.
5.3 Practical implications
Apart from the theoretical contributions, the study findings provide important practical
implications for the destination marketers, who are supposed not only to pay close attention
to tourist’s involvement but also to identify factors that lead to satisfaction. First, destination
managers can increase better idea about destination attributes. This study assumes that
tourist satisfaction is influenced by accommodations, attraction corners, food and beverage
facilities, transportation facilities and safety. In this study, the statistical results show that all
have a significant effect on tourist satisfaction except safety issue; among them, food and
beverages have the most significant effect on tourist satisfaction. That implies destination
managers can focus on those factors (accommodations, attraction, food and beverages and
transportation) which affect tourist satisfaction.
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Second, the study assists to understand that destination attributes should be in such a
way that it can increase tourist’s emotional attachment. According to the statistical results of
this study, accommodations, attraction, food and beverages and transportations have a
significant effect on tourists’ emotional involvement. For this reason, the more the
attractiveness of a destination, the more tourists are involved. Finally, based on the
aforementioned observations, tourists are found very likely to discuss destination attributes
with each other (Prayag and Ryan, 2012), and this may lead to a higher level of involvement
which may lead to tourists’ satisfaction.
The statistical results of this study show a significant mediating impact on the
connection between destination attributes and tourist satisfaction except for safety issues.
That implies that destination marketers should pay more focus on those attributes which
may lead to high involvement and high satisfaction. Moreover, destination managers can
consider analyzing big data that can provide a deeper understanding of the tourist’s likes
and dislikes in case of destination marketing (Hahm and Severt, 2018). In addition,
destination marketers can consider the demographic profile of tourists so that more tailor-
made attributes targeting this segment can be introduced. Apart from these, this study is
conducted on domestic tourists; thus, it is also beneficial for Bangladesh tourism authorities
because Bangladesh Tourism Board (2020) recorded that the country generated more
revenue from domestic tourists. The total revenue was US$ 357 from tourism in Bangladesh
whereas it made only US$ 97.05 revenue from foreign tourists. Consequently, the study adds
a contribution to the practitioners to know the present status of domestic tourism in
Bangladesh.
5.4 Limitations and future research
Although the study can contribute to practitioners and academicians on tourism, it has some
limitations. First, this was a causal study, but a longitudinal field study could better interpret
the causal relationship in our model. Second, familiar domestic visitors and the small sample
size were selected. Hence, the study findingsmight not be appropriate to generalizewith other
tourism literature studies. Several directions should be considered in future research such as
an experimental study that could be conducted, where the name of different destination
attributes can be presented to visitors and investigate which elicits favourable tourist
responses (e.g. emotional involvement and tourist satisfaction). Another direction would be a
cross-sectional study of domestic and international tourists.
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